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Abstract

The objective of this study is to investigate the intention to adopt smart wear, based on
extended UTAUT model. We examined the effects of performance expectancy (PE), effort
expectancy (EE), hedonic motivation (HE), social influence (SI), facilitating conditions (FC),
and price value (PV) on the intended adoption of smart watch and smart shoes,
respectively. In addition, moderating effects of gender, age, and innovation resistance were
examined. An online survey was conducted, comprised of 2030 consumers who were
aware of smart watch or smart shoes. In total, 393 responses were analyzed. About 50.4%
were male, and 44.8% were in their 20's. An exploratory factor analysis generated five
factors — PE & HM, EE, SI, FC, and PV- which were employed as independent variables in
the multiple regression models. PE & HM, PV, and Sl influenced on the intention to use
both smart devices. FC showed the significant effect only on the intention to adopt the
smart watch. In terms of gender differences, S| and PV were the important predictors of
the intention to adopt the smart watch in the female group only. With respect to age
difference, S| was very effective in explaining the intention of individuals in their 30’s to
adopt smart wear. Among the low innovation resistance group, S| was significant predictor,
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while PE & HE and PV were significant among the high resistance group. The findings
provide useful information about the possibility of the adoption of smart wear, and new

insight into market segmentation.
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Table 1. The Factor Analysis and Mean Scores of the Research Model Variables

Factor ltems Factor | Eigen % of Mean
(a) loadings | Value |variance | (SD)
It seems that smart wear is useful in my daily life. .824
Using smart wear would increase my chances of 815
Performance achieving things that are important to me. '
expectancy & | Using smart wear would help me accomplish 626
; things more quickly. '
He.don.|c : . - 474 | 24.95% 4.91
Motivation | Using smart wear would increase my productivity. .606 (.93)
(PE&HM) -
(0=.93) Using smart wear seems to be fun. .806
Using smart wear seems to be enjoyable. 764
Using smart wear seems to be very exciting. 712
Learning how to use smart wear seems to be easy 816
for me. '
Effort
Using smart wear is clear and understandable. 575
expectancy 087 | 1512% 4.75
( (EE8)6) | find smart wear easy to use. 797 (.87)
a=.
It seems to be easy for me to become skillful at 760
using smart wear. '
People who are important to me think that | 838
Social should use smart wear. '
influence People who influence my behavior think that | 831 316 | 16.64% 3.79
(sI) should use smart wear. : ’ TR (1.21)
(0=91) People whose opinions that | value prefer that | 815
use smart wear. '
Famh?gtmg | have the resources necessary to use smart wear. 612
conditions 1 31 6.91% 4.33
(FC) | have the knowledge necessary to use smart ’ TP (1.03)
.804
(a=.54) wear.
. Smart wear is reasonably priced. .832
P”C(ep\\//)alue Smart wear is a good value for the  money. .589 036 | 12.40% 3.91
(a=.85) At the current price, smart wear provides a good 768 ' ' (1.09)
value. '
Total % of variance = 76.04 (KMO = .93: Bartlett’s test x° = 5356.05, p=.000)
Innovative | have a complaint about using smart wear. .875
i | feel resistance to smart wear. .848
resistance > : 306 | 76.56% 3.22
(IR) | feel critical of using smart wear. 877 (1.17)
(@=.90) | intent to make an objection to use smart wear. .899

Total % of variance = 76.56 (KMO = .84: Bartlett’s test x° = 943.75, p=.000)
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HR%%t= CiEA 40102 RE1H SI(0F 3L g8l Venkatesh et al.(2003), Nysveen et
Qoloz  F=ELACL SYMES  HIIUE al.(2005)2] PO Wats 20| BCH EelXQ
AU SII2, RI¥ SIE UNME SII=2 AHIZ Gt= 22 AHINSS HAHUATIE =1,
2HE5I0 MIBXHC  AUE  olFeR WIS =2 JIALIATE ANEQR LEOT( =2XQI
Aoz mOE[)  HAXNE2 - daQooz ¥st2  0IX22(H. Park & Noh, 2012b),
£01¢|Q{CH JAE=2ell= ADFEAIHIS AHIRFS0l ADIESIR ME2 120l &2l=0I0
ADIESESIE 242t SFGIAD 1 Z= Table JFAMHl 22 2 Q= JIXIDF =0tD MAEa=
29 ZCh EXXAZS HLASH Cronbach's azte ADIEQR HEQ 420 =0HES & & UL
850 Al .9BA0I2 LIEFSLCH SHE  ADIEAI  AIBOIZOIACH SAZ210|
Solst  gEZ2  DXE A2 LIEHCH
2. UTAUT? 28 2A= ADIESSSH0 HIGH ADIEAIHDE & O Crest
Jlsg 2ED AN 2RE HEE £ Us
UTAUT2 282 JIBIo2 ADIEQR AIROEE JHRIFOl XHAOILE XIA0I & O 28t A2
Ot At AIIHRREE S, oM, L. tlge=e & e ANESS HMSA
ANEIE st EXXA, JIZOIKIE SyHsg D5 SO05HK LAUCHL AOIECIRO &A=
XD ADIEAIAQ ADESE59 AFR2Z0 Hstis & =82%0 0iXs JgS =S
st O=EslEAS 22 AAIGHICHAG SADNM(Ko et al, 2008) STHE2
AP=.387, .333). Table 31} 20| AIIHAREIH HMEHZOE 22 2HE LEHAXIL 222%0=
S ADEAHAL ANESS3O AIEOTE S OIXN = A= UEL SHFZUE
HOGl=l IR =2 s LIERIOm (22 KIXISC  Chae(2010)= ADIEESR REY
B=.397, B=.345), Ol= Venkatesh et al.(2012), SDIE+E2ES SSoBM == FAE
Davis et al.(1992)9] APt URXIBHCE L5 Hgel XzAE  AIZE0l€0l B0 XX
HEZ2D  2AHLGO0l ABIEYS0 =222, QEElh= AAE SSSEWIG JHE)s S&t
AR E242 ADEARMES AHROE I} A ABH0| USS XIFGIYCE MR SENS
=2 2102 UEICH QAZFN "ES 0Ixls 2&6k=  Dubin-Watson  Kl&== 201  2F5H0
EHOISO| O|AS SAINE A0 &2 0/FICHD SASA0 EIYEt 02 BHEICHChoi, 2013).

Table 2. The Factor Analysis and Mean Scores of the Dependent Variables

Smart Watch Smart Shoes
Factor [tems Factor Eigen % of Factor | Eigen % of
loadings | Value | variance | loadings | Value | variance
| intend to buy smart wear. .953 .962
) | try to use smart wear in my
Behavioral | -1l Iife. 92 573 g1q9 | PO | 278 | g7
Intention -
| plan to use smart wear in the 958 971
future.
Cronbach a .95 .96
Mean (SD) 4.05 (1.45) 4.25 (1.49)
KMO .78 77
Bartlett's test X = 1179.00, p=.000 X° = 1349.41, p=.000
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Table 3. A Regression Analysis on the Intention to Use Smart Wear

T Smart Watch Smart Shoes
B t B t
PE&HM .397 6.65™ .345 5.54™
EE -.109 -1.94 -.015 - .25
S| 156 2,67 144 2.37"
FC 105 2.10% .095 1.83
PV 175 3.05™ 129 215"
Overall £ 50.48™" 40.21
R (Adjusted ) .395 (.387) .342 (.333)
Durbin-Watson 2.02 1.80
*p<.05, *p<0.1, ™ p<.001
ADIERS3H= ADIEAMHO HIGH S8t 2E
3. 490 & UTAUT2 28 X0l Hi LHEHH ACH LA DO A A& REIH
SJI0t0] KB D(AG. A=279), oAU
A0 02 ADNER £89T9 IH0IE AIDIU&REIESIIY  =STZA0 K5
oHs)l Qe Ci=Esl=As AAGiD 2 UIEHGHCHAG], AP=.390). ADIE2S3H= MIAE
2= Table 492 ZCh SN ADEA SEGH ADEE Wl =0l I 20l MNB
AFBOICSE Ag0l et Hiwd 23 g42ge TSl JISHE §leil AFRAS EXH20| =242
AIIIH&REIE  SII9  OALC0]  KGH A0 AZR0l 28T =82 2 & UL
LIEtLE BHM(AQ) A=.379), 0189 A= ASH 0ol ZFR ANEYNE ARG S
e, JREIIX, AWIHEKEE SI| =22 RHEOILE XAl QACHD MASAZE AQIERS3}
O30 LIEFHCHAG, A=.417). Venkatesh et $EO|CF =2 A0 LIEHY, €| 2+9 XIS
al.(2012)JF MIAIEH Htet 2001 AWDIHY [ mpeter 2= QUCH.
Sl HE20eE g4 UM, AeSIE Ikt
IIZIIXE YAB0E 4 AS0IA &0l O 4, S0l M2 UTAUT2 28 XH0| Hlw
2 242 2 2 QUCH DL oA A UA
HUME 2H Z2HE UEHHACE ADEAA o M2 UTAUT? 28 HlnZE 98 oA
AE  g”EO0l eIl gL Oloiobl H=+5 oS 200t 300 & 1=02 225t1 Aoe
ADIEAA ARSI YOHEEZ 20I5HH Ols UESHESHE2 AAGHUCHTable  5). YA
J|ZEQ| ML ABEEl ZDIO0ICH 0l4E Hi= ADIEAIA AFBAZO F2 200 SIDI&
LAOIEAAE 2EROZ AS0l = 28I 8 KB =I((=416)% IIAINX(p=253) =°2=2
SENS 23%0 =0ott  LIEfE Z30I4L SOIGHH LIEHt BH . 300 ZTHIAS AT
AOLEAZ JIS01 JIE ADIEEZ Al 3 SB|1H  =)I(B=3802 AEIE  AsHp=176)0]
Ct=2Xl &0t XA =842 FHotes 8§42 8<% SOIBIRLE.  ANIERS359  AQNE  200=
AOLEA JIsS H=801 dF% 2= AMA HIDIHESEIE  SII(8=486)2t01 R2IGHAU2M,
SIIE BoEECR 0L 3k ZHoAE =2 =+ U= AR HeKp=260), SHUIIHZREIH
= S8HS FHot= Aeg = = AU i S|(B=240) =22 R2I5tH LIEHCH A&
Oleg=gid ADLEAA AIECERe] SRIHES SE|H =)= ANEAAU 253 AM2IYZE
Z2fo| ol flofl S£HFIF 2eE 0L HYGt=0l iR RE B2 2 & U°H,
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Table 4. A Regression Analysis on the Intention to Use-Srhart Wear by Gender
Independent Male smert Netch Female Male Smart hoes Female
Variables B 7 B 7 B 7 B 7
PE&HM 544 6.470™ .207 2.460" .328 3.624™ .388 4.500™
EE -.173 -2.075 -.037 -.496 -.077 -.855 .047 .621
S .031 .370 .282 3.445™ 161 1.809 161 1.925
FC 132 1.770 .064 .961 .097 1.204 146 2.139«
PV 152 1.916 244 2.864™ 132 1.541 .028 .320
Overall F 25.01™ 28.77™ 16.26™ 25.83™
7 (Ad. /) .394 (.379) 432(.417) .297 (.279) .406 (.390)
Durbin—-Watson 1.93 2.19 1.84 1.84
"p<.05, *p<0.1, " p<.001
Table 5. A Regression Analysis on the Intention to Use Smart Wear by Age Groups
Smart Watch Smart Shoes
Independent 20's 30's 20's 30s
Variables
B t B t B t B t
PE&HM 416 4.53™ .386 4.85™ .486 5.19™ .240 2.90™
EE -.151 -1.87 -.049 -.61 .015 .18 -.070 -.84
S 119 1.39 176 2.19 .026 .30 .260 3.10”
FC .056 .78 120 1.68 .058 .80 147 1.96
Y .253 2.88™ 115 1.51 107 1.20 122 1.53
Overall F 23.36™ 27.38"™ 21.02%%x 21.70™
7 (Ad. F) .407 (.390) .393 (.379) .382 (.364) .340 (.324)
Durbin—-Watson 2.02 2.13 1.90 1.65
"p<.05, *p<0.1, " p<.001
0l 2008 EH0IAMel ZHH0| 30CH HESH0l HioH LHRACE Ol HHEOl ===+5 FRSS AL
=H UEHLL #dS+F 4DI0L |RIESIIOt HME2+2801 sIHZE =20 J=2 01&s
+Z2C0 O0IXle dIg00 =010 HMAIS Morris and Venkatesh(2000)2l &= ZUE
Venkatesh et al.(2012)2] HRE XIXIGIACH SHH XIXIEtCY.
20001 EHOIACH JIHIIXIE =H QAE=E
ADFEAA ARSI =l LIEFGCH et 200 5. HANMEN CE UTAUT2 28 X0l H|w
2 ERICE & FR0s ANEAAHL JIsH
ZFOILt RSIE ol=zEg otllet 28R HIZEW| SAME e UTAUT2 282 XI0IE
eiel® JIXIDF S2061 MY TI00F &= AIALSHC Hlwotd| o, A&l Ha E4(M=3.215)8
2000 Ch2XH 3000 &HCtel ZR ALNESRE &L=z HoH NHEEH, =0M
S 20l AtSIE ZE0| iR Rolgs € DHEEHez REGIULCH HHe e
= QUL 50| AUER2SSE 2% AelE G0l ADLESISO gt ARZ0ILt 280l X3S
AIPDIH&RsIE SIELD O =2 &H9=8s O|0I5tH, Tetd DMESE U Hlol A0tEQR

[
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Table 6. The Mean Differences of UTAUT2 Variables between Low and High Innovation Resistance

Groups
Low Resistance Group High Resistance Group
Variables (N=182) (N=211) t
Mean SD Mean SD
PE&HE 5.31 .89 4.55 .80 8.80™
EE 5.05 .89 4.49 .76 6.75™"
S 3.83 1.31 3.76 1.12 .56
FC 4.50 1.10 4.19 .94 3.01"
PV 4.02 1.08 3.82 1.10 1.78
BI-Watch 4.32 1.45 3.81 1.40 3.55™
BI-Shoes 4.69 1.45 3.87 1.42 5.66™

<05, *p<0.1, "

0<.001

Table 7. A Regression Analysis on the Intention to Use Smart Wear by Innovation Resistance

Independent Smart Watch Smart Shoes
i Low High Low High
Variables
B t B t B t B t

PE&HM .337 3.59™ .344 4.31™ 196 1.94 .276 3.38™

EE -.062 =71 -.173 -2.47" .019 .20 -.102 -1.43

Sl 190 2.15 145 1.68 193 2.04x .220 2.48

FC 102 1.28 127 1.98" .100 1.17 128 1.87
PV .096 1.15 .283 3.27" .054 .61 217 2.45

Overall F 15.92™ 33.31™ 9.10™ 29.86™"

R (Ad. ) 311 (.292) .448 (.435) .205 (.183) 421 (.407)
Durbin-Watson 2.01 2.05 1.96 1.71
"0<.05, "p<0.1, " p<.001
82Tt O == A2 2ot AH=2 OI0IotH, MetM DMESESH HioH ADEQAZR
HHEH ADFEAIA 24 ADE2S3 =02 SOGIUD(Ad. A=.292), IDMEEU2
ALl dEmgti2 A2 432, 4.69%, A= E  SI| JHEEDIA,  GlateE,
DMEECH3.81, 3.87)01 Hloh S2A0ISHH =MH EXXA =02 KI5 LIEHACHAD). R=.435).
LIEISICHTable 6). MMEEHES AOIEQAR0 olase G4 FHo ARl 201 22X
CHEt AID|H&= S A SJILt Olate=, 2HAHE LIEFLHACH AO0IE2S3He 3%
SEUZANME DHSSEEN Hioh o 2ERL=Z NHEgEHE  AMEE I8t RO N(Ad
X250 =22 o4 2 90}, A=.183) 20| JtE LUACH DHSESUAE
SN ek UTAUT2 282 dHE XI0IE A=A SJI, ARlE g, JAJ
Blwatol <o COssHEH=2 AAGRD 1 =02 ROIGIACHAG. R=.407).
Zi= Table 73 ZCh  ADIEAIHS &= ADLESIF0 Oist MEO0l 2 IHo Z=
Mg AIIU&sIE  SI,  AEH NE=IES! HEkol ==5 ADIESF MBS
HEADESIRO e HRZ0ILL 2BH0| BES +=&Z2|EJt =0IXEg 0 EHUAM= 02
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20lete d#AT(Venkatesh et al., 2012)2
NXISIACH  Est ANERSSHE  AUEAIAG
giol J1s0l Sh&Ectl ARSI HgXl 0t
A IHRRSE S|
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s & 23ELE

Jlss gd20 O Eotn SHot. =
g420 od2 220 2400 =10 MSZEL
2tEE et Jiss S0t 26 =20
A0E JPIE AEN d22 O 420 O
AMOIE QXlotd S2IHHEQ JlsS Held 20
et A =0h =2 HIot=E uete Bt
AS AOITH. =5 AN A0IEIDIL JIsH

O =2 o

HD 0x U
M e ng ox no

| & X

.

o= et AHIXES01 ol OlohE = Us
AOIEANR ADIERSIE a2 UTAUT2
DS XNEGtL ABATE IHYUSHH  EHEXN
oot Utk =2Ch ALNEYZ= 2# It
AEL] AIZO MAIEIO X2 ADIEZ D 201
0 sh BEIF =X 20 OFEDA
2l0fEE 2t o8 tiE2el IHB(chasm)0l AN
1 SHE EUAMA Rotn U= A2 QI
UTAUT2 ZE0IA MAISH S0t {8l1E 3D,
JHRDIX, M2ld gg 52 gl ANESR
HE =820 Fas 0IXIE2 0l HsE
MS il AHASUAOE Mo HEH HEg
FOINE 1DoIGH = ZRIE JACHL AOKE DIt
it &8ss Y2l M2IH =8 &= AIFE
A0IEEAIAL  ADIER2SES AJ AREADL
NIgtelol, SEXS0 Z=2X0 MAIE AR
HNSLZE Higez2 oHolor o= &AHEFEO
UAAUCHL =AM =E AT ALBZEE HIER2Z
UTAUT2 ZE= HMS0l Ot ASele 2 ARl
ASESHNX HSlE 2RIt AS HOICH L&t
B[RS Mg = U= ANE RE
(2ICIA)U EHE THA(HILhY 22 ADIESR
HZ2 A&gsE XNAZLD, UTAUT2 2=

82

HEEd 2 ZRT UL AMSUHY ZEUA
Crst SRl AOIESIRIE =201 AIEN d2L
2010 AHIKS g2l EHE FAl CHOHE
J0ICH 2 HF0M=  ADIEAIAR  ADIE
2SSE BAHCZE ZAMIYUSL 0IE I
Cieret SEfel ADIEIPDIE SH2Z SHAFIt
AEHCZ 0IF0E 2RI AS AHO0ICH
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